This paper aims to investigate and examine the mediating role of religio-centric selling strategy in relation to market sensing capabilities with SMEs business performance in religious-based industries. This paper selected 330 Muslim SMEs in Central Java and tested the regressive relationships of the three constructs. Through confirmatory factor analysis and goodness of fit model testing using SEM, the results of market sensing capabilities obtained have a positive effect on the religio-centric selling strategy and SMEs business performance. In addition, the religio-centric selling strategy also has a positive impact on SMEs business performance. Therefore, the religio-centric selling strategy really acts as a partial mediation in relation to market sensing capabilities with SMEs business performance. By examining the literature on various marketing capabilities, selling strategies, religiosity, and SMEs business performance, this paper offers a unique analysis of the relationship between market sensing capabilities and religio-centric selling strategy and their impact on SMEs business performance. Conceptual discussions and empirical results are expected to extend previous research on the culture of market orientation and selling strategy in specific religious-based small businesses. . How sales strategy translates into performance: The role of salesperson customer orientation and value-based selling.
INTRODUCTION
This paper aims to introduce a new concept of religio-centric selling strategy in the religious-based market segment, also to examine the role of religio-centric selling strategy in the relationship between market sensing capabilities and SMEs business performance. Constructions which are the result of a synthesis of selling strategy concepts and religio-centric concepts are offered as a solution in overcoming the problem of the knowledge gap between market sensing capabilities and business performance. Considering that the market sensing capability as part of dynamic marketing capabilities, this paper is expected to contribute to the development of Resource-Based Theory (RBT) and Dynamic Capability (DC) .
There are some reasons that classify this test as meaningful. First, in the last three decades, there has been a lot of research that focuses on the relationship between marketing capabilities such as market sensing capabilities and business performance. Such studies generally have shown that market sensing capabilities are a key factor that determines superior business performance (Lindblom, Olkkonen, Mitronen, & Kajalo, 2008; Osakwe, Chovancova, & Ogbonna, 2016) . Nevertheless, some research findings still show contradictory results. While empirical findings show that market sensing capabilities are an important driver of business performance improvement (Osakwe et al., 2016) , other studies show that market sensing capabilities do not have a direct impact on business performance (Ardyan, 2016; Olavarrieta & Friedmann, 2008) ; and the level of income, margin and profit growth (N. A. Morgan, Slotegraaf, & Vorhies, 2009) . This difference might suggest moderators who have not been dealt with, defective or inappropriate measurement tools, or a variety of data collection techniques or analysis. Testing the role of religio-centric sales strategies in relation to market sensing capabilities with SMEs business performance might be the right solution so that it becomes a new reference source in development of RBT, DC, and Marketing Strategies. Second, in addition to the research gap above, so far, researchers have not had much to determine how the capabilities of market sensing contribute to superior business performance. Several studies have investigated potential mediators from the relationship between market sensing capabilities and business performance. For example, market orientation conducted by Foley and Fahy (2004) , product innovativeness success conducted by Ardyan (2016) . Such research is needed to understand the routes of market sensing capabilities that affect business performance. From the perspective of strategic marketing, market sensing capabilities remain incomplete if practitioners do not understand the modus operandi that leads to superior business performance. By explaining the mediator relationship between market sensing capabilities and business performance will provide managers with more detailed insight into how to market sensing works and how it can be useful as an increase in business performance. Therefore, this study attempts to fill the knowledge gap by placing a religio-centric selling strategy as mediation in relation to market sensing capabilities and business performance.
Third, so far, there are still very few studies that investigate the role of religio-centric concepts in improving business performance, especially in SMEs. Though several studies have shown the role of religion which is very dominant in determining the behavior and buying the interest of customers (Khan & Kirmani, 2018; Souiden & Rani, 2015) . The followers of a strong religion will tend to obey the rules and codes of ethics established by the religious doctrines adopted (Mansori, Sambasivan, & Md-Sidin, 2015) . Even members of religious groups affiliated with certain religions will consider the religiosity attributes of their religion to be perceived as better than the attributes possessed by groups that adhere to other religions (Sterkens and Anthony 2009 ). This should be an important source of information for business people serving religious-based market segments.
Fourth, related to the object of research, currently, Indonesia has a very large population and most of them are Muslims. In addition, dressed by covering the aurat is understood as an order of Al-Qur'an which requires simple clothing and covers their entire body (except the face and palms). This is a huge opportunity to market religious-based products, such as Muslim clothing. At this time, Muslim fashion in Indonesia have reflected the lifestyle of modern society, followed trends, were very fashionable, and fashion styles used illustrated that Indonesia was a Muslim country. The demand for Muslim clothing continues to increase, the hijab communities (community that promotes style of wearing veil) continue to grow, and the implementation of a variety of religious activities that continue to grow enables Indonesia to become the world's Muslim fashion center in 2020 (Nuraini, 2015) . The reasons are that, (1) various media have displayed the appeal of Muslim fashion products that can influence consumer buying behavior, (2) the creativity of Muslim fashion designers has given rise to fashionable fashion models without leaving an element of compliance with religious norms, ( 3) the emergence of trendsetters whose fashion models and styles become the role model of many consumers, (4) the absence of government barriers to creating Muslim fashion designs
LITERATURE REVIEW

Religio-centric Selling Strategy
Religio-centric selling strategy is a new construct of a combination of sales and religiocentric strategy constructs. The selling strategy is a collection of processes that companies use before selling goods and/or services for the purpose of meeting the right person, at the right time and location, by using the best techniques to affect the person (Abed & Haghighi, 2009 ). There are four dimensions of the selling strategy that become a concern of the sales practitioners and researchers, namely adaptive selling strategy, customer-oriented selling strategy, sincerity, commitment: liability of salesperson's strategy, and relational selling strategy (Abed & Haghighi, 2009) .
First, adaptive selling strategy refers to the changes in sales behavior during customer interactions or cross interactions based on perceived information about the character of the sales situation (Weitz, Sujan, & Sujan, 1986) . Adaptive selling is also conceptualized as a salesperson's process of collecting information about the sales situation and using this information to develop unique sales presentations designed to meet customer needs (Spiro & Weitz, 1990) . Second, customer-oriented selling strategy develop from the concept of marketing, and a management philosophy that states that organizations must strive to meet customer needs through a series of coordinated activities that also enable the organization to achieve its objectives. Selling strategy literature explains that the main key to success in sales is the ability to build working relationships with customers where mutual support, trust, and goals are fostered occasionally. Salespeople who maintain regular contact with their customers and develop healthy business relationships based on mutual trust can increase sales productivity (Manning, Ahearne, & Reece, 2012) . The successful implementation of customer orientation requires that salespeople must have the skills and knowledge in : (a) collecting the information about customers through effective listening, (b) analyzing and understanding customer problems; and (c) adjusting their offerings to customer needs (Abed & Haghighi, 2009 ). Third, sincerity and commitment: liability of salesperson's strategy, is a strategy that focuses on the key role of sales force skills as the spearhead of the company's success. Salespeople play the role of the company's personal relationship with customers. They need to have expertise in identifying consumer needs and providing solutions that help provide them (Abed & Haghighi, 2009) . Fourth, relational selling strategy is a strategy aimed at building ongoing customer relations and maintaining competitive advantage through the acquisition of intangible assets such as customer trust and commitment (R. M. Morgan & Hunt, 1994) . Through a relational selling strategy, companies can expect to get quality relationships that can be trusted, consumers get satisfaction with quality relationships, and ultimately get loyal consumers (Lai, Chou, & Cheung, 2013) . Relational selling strategy is based on interdependence between suppliers and customers, important information exchange, trust among partners and stable relationships, which allows each party to benefit from a fair return on investment.
Sales and marketing play a coordinating role in implicit and explicit relationships between companies and customers (Hughes, Bon, & Malshe, 2012) . Interacting directly with the external market, the sales function represents the interpersonal manifestation of the marketing concept and the company's face to the customer while also functioning as the main source of market intelligence (Le Bon & Merunka, 2006) . Therefore, the customer-oriented-selling strategy approach gets the main attention of this paper. It is appropriate to assess customer-oriented constructs in a more specific long-term relationship, especially for customers in the religiousbased market segment. This is because to achieve business performance in this segment, sellers who are committed to customer orientation will be willing to spend considerable time for understanding the customer and then satisfying the customer through long-term buyer-seller relationships. The task of the company is to train salespeople to provide the right knowledge and skills in accordance with the characteristics of the customer-based market segment so that they get sufficient resources and capabilities to be more customer-oriented. A customeroriented selling strategy leads to the successful development of relationships with customers and a positive impact on sales performance (Abed & Haghighi, 2009 ).
Many empirical studies have shown that religion has an important role in influencing consumer behavior (Abou-Youssef, Kortam, Abou-Aish, & El-Bassiouny, 2015). Religion influences customers' interest in choosing halal products (Ahmad, Rahman, & Rahman, 2015; Mukhtar & Mohsin Butt, 2012) , and green products (Khan & Kirmani, 2018) . Furthermore, El-Bassiouny (2014) argues that Muslim consumers who are described as religious and highly religious will have different consumption patterns and will tend to consume halal products and services. Therefore, it is important for organizations to investigate, understand and measure the role of religion in consumer purchasing decisions. This will enable the organization to develop products that are in accordance with the customer's religious requirements. In addition, they can reap the benefits of the strategy by integrating religious signs and symbols in their communication (Mukhtar & Mohsin Butt, 2012) .
In general, very religious people tend to internalize religious teachings in everyday life. They believe that religion guides a person to achieve life goals and defines ideals for life so that he influences personal and social life (Bakar, Lee, & Rungie, 2013) . In this context, the religio-centric concept needs to get more attention from practitioners and researchers in the religious-based market segment. The religio-centric concept is inherent in religion because it determines an identity for both individuals and groups. Analogous to the ethnocentric concept is that a combination of positive attitudes towards members of ethnic groups and negative attitudes towards members outside ethnic groups (He & Wang, 2015; R. KAYNAK & EKSI, 2011) , religio-centric implies a combination of positive attitudes towards group members in a religion and negative attitudes towards members of other religious groups (Sterkens & Anthony, 2008) . Religio-centric people are believers who deny the truth of other religions and who hold absolute truth that leaves no room for different religious practices (Abu-Nimer, 2004) . Even members of religious groups affiliated with certain religions will consider the religiosity attributes of their religion to be perceived as better than the attributes possessed by groups that adhere to other religions (R. KAYNAK & EKSI, 2011) . For example, a religio-centric customer would prefer product that is in accordance with the
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Vol. 4 No. 2 September 2019 644 religious principles he adheres to because he believes that it becomes the most suitable for them (Hendar, Ferdinand, & Nurhayati, 2017) . Religio-centric is an inseparable part of the customer-oriented selling strategy for products that are closely related to religious values. Customer orientation is considered a strategic orientation that reflects the company's ability to create and provide superior customer value through market intelligence processing that involves acquiring customer information; information analysis; knowledge dissemination, and coordination of response throughout the organization (Racela, 2014) . In practice, the success of a customer-oriented selling strategy depends on the ownership of salespeople on six domain areas, namely, providing information to customers, understanding customer needs, meeting customer needs, creating and delivering customer value, maintaining customer satisfaction, and maintaining long-term relationships with customers (Singh & Koshy, 2012) .
The synthesis of the religio-centric concept and the customer-oriented selling strategy results in a new concept of a religio-centric selling strategy. This concept explains the integrated decision pattern of organizations that determine important choices regarding customer-oriented selling programs to create, communicate and/or convey religiosity values in various programs to meet the needs of the target market. This can be done through the proce ss of collecting, analyzing and utilizing information about customer needs for the purpose o f determining market segmentation, target markets and the design of special relationship s with customers through religious values as the foundation. In other words, a customer-oriented selling strategy is a selling strategy with a focus on, (a) fulfilling product needs for customers in religiousbased market segments; (b) development of product attributes, management o f customer information, maintenance of customer interactions, and religious-based sa les presentations; and (c) ethical sales techniques. Companies with customer-oriented selling strategies have a greater opportunity to improve business performance in the religious-based market segment.
Market Sensing Capability
Market sensing capability was introduced by Day (1994) as part of leaning market capabilities that explain the company's capacity to have a deeper insight and understanding of the market environment that is considered to have an impact on corporate customers, competitors and other strategic business partners. In other words, market sensing capabilities are the ability of companies to learn about customers, competitors, channel members, and the broader market environment in which the company operates (N. A. Morgan, Slotegraaf, et al., 2009 ). There are four important dimensions of market sensing capabilities related to market knowledge development, namely information acquisition activities, information dissemination activities, information interpretation activities, and information storage retrieval (Olavarrieta & Friedmann, 2008) . This capability enables companies to produce superior market knowledge, which is considered a prerequisite for any dynamic capability (Eisenhardt & Martin, 2000) .
As Foley and Fahy (2004) views about four dimensions that have special resonance in market sensing activities, namely organizational systems, marketing information, organizational communication, and learning orientation; market sensing capabilities are part of organizational learning related to strategic marketing about customers, competitors, and channel members in a changing market environment. Market sensing capabilities can be unique capabilities that are key to opening up current and future market opportunities (Osakwe et al., 2016) . Day (1994) emphasizes the need for companies to develop the necessary knowledge with specific skills relevant to understanding changing business dynamics in certain industries or market segments. Companies with market sensing capabilities are aimed at their ability to learn about customer needs and requirements, discover competitors' strategies and tactics, gain insight into channels, identify and understand market trends, and learn about a broad market environment.
Market Sensing Capability and Religio-centric Selling Strategy
Marketing literature hopes that superior market sensing capabilities will lead to selling strategies. This is because of some reasons: First, market sensing capability is one component of marketing capability that provides valuable customer information to create quality marketing strategies and its implementation (N. A. Morgan, 2012) . A salesperson who has complete and accurate product knowledge will be better able to identify and satisfy customer needs. Additional benefits can be obtained from comprehensive product knowledge including greater self-confidence, increased enthusiasm, increased ability to develop stronger sales appeal, and increased ability to overcome objections (Manning et al., 2012) . Second, aspects of customer intelligence from market sensing capability provide insight for managers about opportunities in the customer base to make strategic marketing decision and its implementation, including in the selling strategy. Sales intelligence is needed when sales are complex and requires a long closing cycle. Sales intelligence provides insight into salespeople about market access, company position, and competitor strategies. Sales intelligence is needed now because of the prospect of seeking insight and knowledge from salespeople about product features and benefits (Manning et al., 2012) . Thus, superior market sensing capabilities enable companies to learn more and faster about customer and competitor reactions in improving the past business performance, thus providing the insights needed to design the right selling strategy in the future.
In the religious-based market segment, the quality of the selling strategy is highly dependent on information changes in customer needs that are in line with religious values. For example, Ahmed Zebal and M. Saber (2014) point to the importance of the orientation of the Islamic market to market religious-based products. The orientation meant consists of orientation to Islamic customers, orientation to information, orientation to integration, orientation to competition, and orientation to responsiveness that contributes to the formation of Islamic market orientation. Information obtained from market intelligence in these market segments will be a valuable resource in making strategic marketing decision and its implementation, including religio-centric selling strategy. Therefore, the H1 hypothesis is set as follows:
H1 : There is a positive relationship between market sensing capability and a religio-centric selling strategy
Market Sensing Capability and Business Performance
The strategic marketing literature hopes that market sensing capabilities can be linked to marketing performance. This is for several reasons. First, market-oriented culture and ownership of market sensing skills are needed to develop and foster innovation and imitation capabilities in an organization (Olavarrieta & Friedmann, 2008) . Second, superior market sensing capability enables companies to identify underserved segments so that they provide a good target for the company's efforts to increase revenue by attracting new customers (N. A. Morgan, Slotegraaf, et al., 2009) . Third, aspects of customer intelligence from market sensing capability provide managers with insight into opportunities in the existing customer base to expand the share that companies can exploit (N. A. Morgan, Anderson, & Mittal, 2005) . Fourth, superior market sensing capability provides market insights that enable companies to lower their average costs through more productive use of resources by better matching the acquisition and deployment of company resources with customer opportunities and prospects (N. A. Morgan, Vorhies, & Mason, 2009) . Fifth, companies with strong market-sensing capability will be better able to identify the most pricesensitive customers and prospects so that they will be able to charge higher prices. Sixth, superior market sensing enables companies to learn more and learn more quickly about the reactions of customers and competitors to efforts to increase revenue and margin growth in the past, provide the insights needed to enable companies to increase the level of achievement of these growth outcomes (N. A. Morgan, Slotegraaf, et al., 2009 ). Therefore, hypothesis 2 is proposed as follows:
H2 : There is a positive effect between market sensing capability and business performance.
Religio-centric Selling Strategy and Business Performance
Strategy marketing literature has explained the effectiveness of marketing strategies that always leads to marketing performance. For example, first, on the international market, N. A. Morgan, Katsikeas, and Vorhies (2012) show that an effective implementation of export marketing strategy will determine market performance and financial performance. Second, Hasan and Ali (2015) found that in the green product market, the marketing strategy and innovation of green products had a positive impact on the performance of companies in Malaysia. Third, adaptive selling strategy and customer-oriented selling strategy lead to increased sales force performance (E. Kaynak, Kara, Chow, & Laukkanen, 2016) . Fourth, the selling strategy explained through a combination of sales management, customer priorities, and market segmentation models is an important driver of market performance and sales force performance (Terho, Eggert, Haas, & Ulaga, 2015) .
Some of the information shows that marketing strategies and selling strategies (as an important part of marketing strategies) have a very significant role in improving business performance. In this context, it is very possible that the religio-centric selling strategy also leads to business performance. The religio-centric selling strategy is related to decisions and implementation of selling strategies regarding commitment to meeting customer needs in religious-based market segments, focusing on developing religious-based product attributes, oriented to religious-based customer information management, oriented towards maintaining religious-based customer interactions, unique religious-based sales, and ethics-based sales techniques. Such companies that have the characteristics of a selling strategy will produce a positive impression and attractiveness of the customer towards the product and its sales force, increasing customer buying interest, so that it will ultimately improve the company's marketing performance. Therefore, hypothesis 3 is set as follows: 
The Mediation Role of Religio-centric Selling Strategies
In a dynamic environment, increasing market sensing capabilities will create and enhance the capabilities needed for future success. This is for two reasons, (a) they are better able to understand the strengths and weaknesses of competitors, and they learn from the successes and failures of competitors, and (b) they use this knowledge to understand and anticipate customer needs (Calantone, Cavusgila, & Zhao, 2002) . In this context, market sensing capabilities facilitate valuable market information to design selling strategy decision and its implementation.
Meanwhile, in some empirical studies, the selling strategy is also based on business performance. For example, Terho et al. (2015) find a selling strategy that has a positive impact on market performance. Abed and Haghighi (2009) found that adaptive and relational selling strategies had a positive relationship with sales performance. The significance of similar findings is very likely to occur in religious-based SMEs, meaning that the religio-centric selling strategy has considerable potential in improving SMEs business performance.
The positive effect of market sensing capabilities on selling strategies and the positive effect of selling strategies on business performance show that the selling strategy has an important role as mediation in the relationship between market sensing capabilities and business performance. In the scope of the religious-based market segment, the opportunity for such a relationship is very possible. This means that the religio-centric selling strategy has an important role as mediation in the relationship between market sensing capabilities and business performance. Therefore, the H4 hypothesis is proposed as follows:
H4 : Religio-centric selling strategy acts as a mediation in the relationship between market sensing capabilities and SMEs business performance.
RESEARCH METHOD
Sample and Procedure
The population of this study are owners, managers or owners who are also managers of Muslim fashion small businesses in Indonesia, namely those who have a net worth of at most 500,000,000 or who have annual sales of at most Rp 2,500,000,000 (RI Law No. 20 of 2008 ) . The data used were 330 respondents obtained from distributed questionnaires to 450 respondents in 10 districts/cities in Central Java, Indonesia (around 73.30%). Respondents are selected from small businesses that have at least 3 years of experience. The questionnaire will be distributed by officers who have been trained in advance to the small business owner or manager of the small business. Because factually the population is not known with certainty, the sampling method is done trough a non-probability sampling with a snowball sampling technique. Through this method, sampling is done by tracing one respondentto the other respondents. Characteristics of respondents obtained are shown in Table 1 . 
Instrument
Two exogenous variables are used in this study, namely, marketing capability and market sensing capabilities. Market sensing capabilities were adapted from N. A. Morgan, Slotegraaf, et al. (2009) and Lindblom et al. (2008) . Market sensing capability is the ability of companies to learn about customer needs and desires, discover competitors' strategies and tactics, gain insight into channel members, identify and understand market trends, and learn about a broad market environment. An intervening variable, namely the religio-centric selling strategy is a new variable formed from the collaboration concept of the selling strategy and religio-centric based on the view of Hendar et al. (2017) . Religio-centric selling strategy is an integrated decision pattern of organizations that determines important choices regarding customer-oriented selling programs to create, communicate and/or convey values of religiosity in various programs meeting the needs of the target market. Meanwhile, business performance as a consequence variable was adapted from the view of Soliman (2011 ), Merrilees, Rundle-Thiele, and Lye (2011 ) and Healy, Ledwith, and O'Dwyer (2014 , namely a combination of the results of marketing activities that are perceived by the owner or manager of the company about achieving sales growth, increasing sales volume, achieving sales targets, customer growth and expanding marketing areas.
Each of the five instruments is used to measure the construct of market sensing capabilities and MSMEs business performance, and 6 instruments to measure religio-centric selling strategies. By measuring each instrument using an interval scale of 1 to 10, a score of 1 indicates strongly disagree with a statement submitted and a score of 10 indicates strongly agree (Ferdinand, 2014) . The instruments of each variable are explained in Table 2 .
Analysis Techniques
Structural equation model (SEM) is used to test empirical research models. The Confirmatory Factor Analysis Model is used to test the multidimensionality of a theoretical construct. In addition, SEM is also used as a comprehensive test tool for full structural models. Data analysis follows the process recommended by Hair, Black, Babin, and Anderson (2010) . First, make a path diagram model of causality between constructs and indicators. Second, test the unidimensional of each construct with confirmatory factor analysis. Third, estimate the full structural model equation for indicators that have passed the confirmatory test. Fourth, discuss convergence and discriminant validity before moving to substantive analysis. SEM analysis was carried out using Amos software version 22.00.
RESULTS
This paper reports the results of confirmatory factor analysis for a complete sample as outlined in Table 2 . Tests were carried out on 16 instruments (5 market sensing capability instruments, 6 religio-centric selling strategy instruments, and 5 MSMEs business performance instruments) to obtain 16 loading factor values (λ1 -λ16) that is relevant. Unidimensional assessment is done by examining the maximum likel i hood estimates factor loading, which exceeds 0.6 (Hair et al., 2010) . In accordance with the provisions in AMOS, the loading factor for all observed latent variables has good validity because it has a value above 0.6 ( Table 2) .
High construct reliability indicates internal consistency, which means that indicators consistently represent the same latent construct (Hair et al., 2010) . Construct reliability (CR) that exceeds 0.7, variance extracted (VE) that exceeds 0.5 and discriminant validity (DV) that is greater than 0.7 is a standard of internal consistency measurement of the instruments used. Table 3 shows CR values greater than 0.7; VE that exceeds 0.5, AVE squared that exceeds the correlation value between variables for market sensing capabilities, the religio-centric selling strategy, and MSMEs business performance shows that each instrument has good validity in explaining the research variables used. Market Sensing Capability (KPP) p-value Ability to learn about customer needs and desires (KPP1) 0.703** Ability to learn and understand the strategies and tactics of the company's main competitors (KPP2) 0.688** Ability to get information about members of the distribution and communication channel (KPP3) 0.712** Ability to identify and understand market trends (KPP4) 0.706** The ability to learn to understand a changing market environment (KPP5) 0.714** Religio-centric Selling Strategy (SPR) Commitment to meeting customer needs in the religious-based market segment (SPR1) 0.731** Focus on developing religious-based product attributes (SPR2) 0.679** Oriented to managing religious-based customer information (SPR3) 0.695** Oriented to religious-based customer interaction maintenance (SPR4) 0.750** Unique religious-based sales presentation (SPR5) 0.746** Ethical-based sales techniques (SPR6) 0.723** MSMEs Business Performance (KBU) Increased sales (rupiah) for the last 3 years (KBU1) 0.687** Increase in sales volume (units) The construct reliability factor is in diagonal (the bold one).
The results of testing the full structural equation model show a good Good-of-Fit index because it produces criteria in accordance with the recommended SEM. The value of Ӽ 2 123,077 with p-value = 0.067 which is not significant at α 0.05, GFI index 0.956, AGFI 0.943, TLI 0.987, CFI 0.989 which exceeds 0.90 and other criteria such as RMSEA 0.026 which is less than 0.08, CMIM / DF = 1.219 which is less than 2, and the value of Hoetler01 = 367 which exceeds the number of samples (330) has met the recommended criteria in SEM (Table 2) . This shows the recommended model is fit or has the feasibility to test the relationship among variables. Figure 1 show the results of direct effects, that is a significant positive effect between market sensing capabilities and religio-centric selling strategies (Std β = 0.407, cr = 5,896, p-value < 0.01), market sensing capabilities of SMEs business performance (Std β = 0.325, cr = 4.715, p-value < 0.01), and the religio-centric selling strategy for SMEs business performance (Std β = 0.293, cr = 4.925, . This shows that the hypotheses H1, H2, and H3 are accepted. Regarding H4, testing the mediating role of religio-centric selling strategy in the relationship between market sensing capabilities and SMEs business performance, this paper used the Sobel test uploaded online through the site http://quantpsy.org/sobel/sobel.htm. The direct effect of market sensing capability on religio-centric selling strategy is explained by Unstd β 0.405, S.E 0.069 and c.r 5,896 so that it is significant at α 0.01. The direct effect of the religio-centric selling strategy on SMEs business performance is explained by Unstd β 0.360, S.E 0.062 and c.r 4.925 so that it is significant at α 0.01. The indirect effects of market sensing capabilities on the SMEs business performance through religio-centric selling strategies are explained by the coefficient of Unstd β 0.146 (0.405 x 0.360). The Sobel Test results show the value of c.r 3.680, S.E 0.033 and p-value 0.0002 so that it is significant at α 0.01. The total effect of market sensing capabilities on MSMEs business performance is Unstd β 0.472 (0.326 + 0.146) which is greater than direct effects (0.326), this shows that religiocentric selling strategy has a very important role as partial mediation in relation to market sensing capabilities with MSMEs business performance and becomes an important alternative in improving MSMEs business performance. Therefore, this study accepts the H4 hypothesis.
DISCUSSION
As explained above, the purpose of this paper is to introduce a new concept of religiocentric selling strategy and simultaneously test the role of constructive mediation in the relationship between market sensing capabilities and the SMEs businesses performance in the segment of religious-based markets. Several religio-centric selling strategy instruments have been proposed and tested their validity and reliability. The results are really encouraging because all the instruments used are very valid and reliable. These results also show six (6) characteristics of companies that have a strong religio-centric selling strategy, namely: (a) have a commitment to meeting customer needs in the religious-based market segment, (b) always focus on developing religious-based product attributes, ( c) oriented to the management of religious-based customer information, (d) oriented to the maintenance of religious-based customer interactions, (e) used to conducting unique religious-based sales presentations, and (f) using ethical-based sales techniques. SMEs with the characteristics of such sales strategies are likely to produce better business performance. This is evidenced by the results of empirical testing which shows that there is a significant effect of the religiocentric selling strategy on SMEs business performance. This relationship is very possible for several reasons:
1. Religion has a dominant role in consumer purchasing decisions (Ahmad et al., 2015; Souiden & Rani, 2015) . The commitment of SMEs to meet customer needs by continuing to develop product attributes and religious-based services will increase the attractiveness of products and customers' buying interest. 2. Market information is a source of strategic decisions for company (N. A. Morgan, 2012) . In the religious-based market segment, SMEs who have information related to customer religiosity will be more adaptable in selling their products. 3. The ability to build customer relationships is the key to success in business (Y. Wang & Feng, 2012; Z. Wang & Kim, 2017) . This relationship can be developed through customer interaction patterns based on religious values. Emotional attachments in religious affiliation will create love and commitment to these religious groups, including the products offered. 4. The quality of sales presentations leads to the salespeople performance (Joh lke, 2006) . Internalizing religious values in sales presentations will increase customer trust because this is directly related to human closeness to God. 5. Selling strategy literature ex plains sales techniques using ethics are needed to build customer trust. Some personal business ethics codes such as sales must be seen as an exchange of values, prioritizing relationships and being honest to self and others becomes part of that belief (Manning et al., 2012) . Trust will have a positive impact on customer satisfaction and loyalty (Martínez & Rodríguez del Bosque, 2013) . This research has also proven how important the role of religio-centric selling strategy in improving the performance of religious-based SMEs businesses, such as Muslim fashion. The fashion industry is very dynamic, has short life cycle characteristics, unstable demand, low predictability and a high level of impulse buying (Christopher, Lowson, & Peck, 2004) . In industries with such characteristics, most companies make strategic decisions by offering unique product variations or competitive pricing (Ahmadi, O'Cass, & Miles, 2013) . The religio-centric selling strategy approach is one alternative that should be considered.
The existence of a good positive influence between market sensing capability and the religio-centric selling strategy and the significant influence between the religio-centric selling strategy and the SMEs business performance show that the religio-centric selling strategy actually plays a role as partial mediation in relation to market sensing capabilities with SMEs business performance. The role of partial mediation meant occurs because there is a significant direct relationship between market sensing capability and SMEs business performance. The findings of the religio-centric selling strategy as a partial mediation in various relationships indicate that the strategy has a strategic role in delivering market sensing capability to better SMEs business performance. The total effect of a direct and indirect relationship will be greater than the direct effect. According to Rucker et. al. (2011) , the mediation of religio-centric selling strategies will strengthen the relationship of professional market sensing capabilities in improving business performance. This shows that the religio-centric selling strategy has become a convincing mediator in relation to market sensing capabilities and the SMEs business performance.
CONCLUSION
The existence of a clear relationship between the three constructs, namely market sensing capabilities, religio-centric selling strategies and the SMEs business performance show the mediating role of religio-centric selling strategies in relation to market sensing capabilities and business performance. This is in accordance with what is expected by Resource-Based Theory and Dynamic Capability Theory, namely the ownership of superior marketing capabilities (such as market sensing capabilities) will make the companies easier to develop marketing strategies that lead to the creation of competitive advantage and increased business performance. Thus, these findings contribute to the development of Resource-Based Theory and Dynamic Capability Theory. For SMEs practitioners, these findings suggest the importance of increasing market sensing capabilities to be considered in making selling strategy decisions. Information that is obtained from market intelligence is very valuable for making the right decisions in accordance with the interests of customers.
Limitation and Future Research Direction
This paper only explains the role of one component of marketing capabilities, namely market sensing capabilities on religio-centric selling strategies and business performance. While there are still many dimensions of marketing capability that have not been considered, such as marketing architectural capabilities, the capabilities of marketing specialists, the capability of developing new products, and the capability of managing brands as suggested by N. A. Morgan (2012) . Empirical testing of the individual relationships of constructs of marketing capabilities with religio-centric selling strategies still needs to be done. In addition, a relationship model of various constructs of marketing capabilities with a more complex religio-centric selling strategy and business performance can be done to produce more comprehensive findings. Interesting studies on such cases will be very valuable for the development of Resource-Based Theory, Dynamic Capability Theory and Marketing Dynamic Capability in religious-based markets.
